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5 个二级类目，“战略”包括道德法规、资本、竞争、合作、业绩、股情 6 个二
级类目，各类目通过两编码员 Holsti 和 Cohen’s Kappa 信度检验，达到可接受的

























Brand news plays an important role in shaping the awareness of the public 
towards brand. Negative news has become the focus of the research for brand image 
protection, brand reputation management and crisis management. Only when we 
classify the negative news can we know exactly what aspect need to be solved and 
what the public is focused on. And a reasonable classification requires a stable coding 
tool. This research is focused on the development of the coding frame for content 
analysis. It’s composed by two studies. The first study is the coding tool development 
for the brand negative news. First, based on more than 5000 pieces of negative news 
headlines, we obtain 91 themes. They are original themes from the headlines. 
Secondly, we delete the duplicate themes by the principles of exhaustive, mutually 
exclusive and independence. Research dig out that negative news can be divided into 
two categories, operation and strategy. The operation negative news includes product, 
service, manufacture, brand & communication, and human resource. The strategy 
news includes news about compliance, capital, competition, corporation, corporate 
performance and stock quotes. The themes in the frame gets good reliability index 
through the Holsti and Cohen’s Kappa test. The second study is a survey to know 
which categories from previous study are more effective to the public than others. 
Likert 5 point scale was used during this study. We got 146 respondents, letting them 
to score for the 11 categories by their importance. The survey reveals that product, 
service, manufacture and compliance are more influential to them in all the 5 
operation categories, and their average score are 4.45, 3.96, 3.95 and 4.11, 
significantly higher than the overall average score. So in the future study on brand 
diagnosis, researchers could pay more attention to product, service, manufacture and 
compliance factors. 
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1、绪  论  
在中国，网络新闻是继社交和搜索的第三大网络消费产品，截至 2014 年 12
月，中国 6.49 亿网民中消费网络新闻的用户达到 5.19 亿，网络新闻使用率达到
80%，全年增长率达 5.6%(CNNIC, 2015)。在网络环境中，公众越来越多接收网
络信息，形成对品牌的即时心理印象，从而形成品牌形象(Bendixen & Abratt, 
2007)，而新闻报道在公众、特别是利益相关者形成对品牌的形象认知过程中，
作用重大(Haider & Mehrotra, 2011)。 





1.2 品牌危机管理需要寻找原因  
从品牌危机的角度看，品牌危机是广泛传播、严重损害品牌资产的突发性事




























牌的主观、知觉印象(Dichter, 1985; Dobni & Zinkhan, 1990; Jain & Etgar, 1977; 
Vanier & Sciglimpaglia, 1981)，另一种从消费者记忆与联想角度入手，认为品牌
形象是与品牌名称相连结的品牌联想与属性的集合(D. Aaker, 2012; D. A. Aaker 
& Keller, 1990; Biel, 1992)，第三种观点从消费者信息加工存储过程定义，认为品
牌形象是消费者对接收到的与品牌相关的信息进行解码，然后组织成的品牌印象
































象，最终影响对品牌的信念、态度和行为(Fishbein & Ajzen, 1975)。负面新闻比
正面信息更容易诊断，在消费者品牌评价时权重更高，对消费者决策更具参考价
值(Ahluwalia, Burnkrant, & Unnava, 2000; Roehm & Tybout, 2006)，负面新闻更容
易在社交网络上被关注和转发(Hansen, Arvidsson, Nielsen, Colleoni, & Etter, 
2011)，使阅读者形成负面的品牌形象，进而会导致消费者、投资者、未来员工
的减少(Kekst & Freitag, 1991)。 






更高的抗拒和反思，低忠诚度消费者的抗拒较弱(Ahluwalia et al., 2000)；品牌忠
诚度作为调节变量，也会影响消费者对波及本品牌的其他负面新闻的判断和接受







































PsycINFO 和 ABI/INFOM 两大数据库文献进行综合研究，对此类研究中涉及的
品牌诊测维度的出现频次进行了统计，结果如表 1(宝贡敏&徐碧祥, 2007; Berens 




表 1：PsycINFO 和 ABI/INFOM 数据库中品牌形象研究维度频次统计  
维度 企业业绩 产品 责任感 社会绩效 员工 消费者 雇主 管理 营销 社会参与 
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